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I have become particularly concerned regarding the affect upon outdoor 
advertising of the current discussions on tar and nicotine listings in 
cigarette advertising. My concern centers on what, ultimately, will 
be determined as the minimum acceptable visibility of these listings. 

The problem is quite obvious; effective outdoor advertising generally 
can accommodate only 10 words of copy at most and any attempt to go 
beyond this rule of thumb results in illegible copy. Two pictures 
cf our Atlanta signs are attached. Both are 24' high (excluding 
extensions) and 68 , 10 M wide. Both appear quite readable from the 
photographs and yet you will recall that the "double invitation" 
does in fact suffer from poor visibility when driving the interstate. 
This particular double invitation has letters two feet high, consists 
of 10 words of which 3 have only two letters. 

It is clearly impossible to accommodate legible tar and nicotine 
listings; on the Atlanta boards without destroying the value of the 
entire board. Unfortunately, this problem exists on each and every 
outdoor painted board we have purchased. 

The question then arises, do the tar and nicotine listings have to be 
clearly readable from the road? One precedent has been set; the 
Federal government requires liquor companies to list on all outdoor 
advertising and print advertising the proof of the particular product 
advertised and the distiller of same. 

Research; on this subject reveals that the accepted standards for this 
listing result in copy that is not in fact clearly legible to> the 
motorist. On a 14* x 48’ painted: bulletin the legal statement must be 
at a minimum; three inches in height and all in capital letters;. For 
a 30 sheet poster the statement must be inches high and all’ in 
capital letters. If these size requirements for proof and distiller 
identification are met in; the graphic execution of the bottle label, 
no further statement is required. 

Attached are several examples of the actual results of this liquor 
industry standard. Note on the 30 sheet scaled down poster the pro¬ 
portion between selling copy and legal copy. Note too the required 
listing, in the O.F.C. print ad versus the apparently satisfactory 
label treatment of the Old Taylor print ad. 


SoutceLhttps://www.industrydocurr)ents.ucsf.edu/docs/qydj00Q0 
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I bring all this up only because without full realization of the inherent 
problems in outdoor visibility, the people representing our industry in 
Washington might well render outdoor advertising a useless medium for 
cigarette advertising. 
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